With advances in technology, the internet has allowed advertisers to design advertisements with unique features that can help capture consumers' visual attention and enhance their psychological states such as attitudes and emotions. Yet, web advertising features and attributes can significantly contribute to online consumer behaviors. This paper strives to provide guidelines for researchers and advertisers as to what outlines the effects of online advertising design on consumers' processing and multiple outcomes. The findings indicated that exposure to a well-designed online advertisement can influence several cognitive and emotional responses, such as attention to the ad, motivations to process the ad, depth of processing, pleasure, arousal, and online purchase intention. According to the present review, consumer involvement is regarded as an important moderator in the relationships between web advertising content as well as design and several responses, including consumers' intention to search and process information. The article concludes by identifying several areas of opportunities for advancing our understanding of web advertising effects. Marketers and advertisers will find the current work useful, as it can be used to maximize the effectiveness of web advertising.
Introduction
Online advertising has become an important ad form since 1994 when the first banner ad appeared on Hotwired for AT & T (Choi & Rifon, 2002; Goldfarb, 2014; Hollis, 2005) . According to a recent report released by Interactive Advertising Bureau (IAB, 2017) , internet ad revenue totalled over $ 20 billion in the United States for the first quarter of 2017, up 23 % over the same period in 2016. Moreover, the population of internet users has grown consistently at notable rates worldwide. In 2016, the number was around 3.5 billion, up from nearly 2 billion in 2010, and the number is estimated to surpass 3.7 billion by 2018, accounting for around half the world's population (The Statistics Portal, 2016) .
Under these conditions, it is vital to evaluate and review the effectiveness of this relatively new form on consumer behaviour continually. Web advertising is considered the main marketing tool in influencing consumer purchase decision (Kiang, Raghu, & Shang, 2000) . It is widely argued that the aesthetics are the key issue in online advertising success (Cho, 1999; Segev, Wang, & Fernandes, 2014; Wu, Wei, & Chen, 2008) . This may be because of the nature of online environment where so many stimuli compete for consumers' visual attention.
advertising, motivations to process the ad, as well as depth of processing) and responses (of online trust, attitudes toward ad, emotional responses, and purchase intention). This article also analyzes the effect of product involvement, as it plays a significant moderating role in the effect of ad visual design on consumers' desire to search and process additional information (Cho, 2003) . In fact, companies usually advertise on websites not just to provide information for products evaluation, they also seek to affect emotions and gain trust toward their sites to ensure effective communications with consumers (Rodgers & Harris 2003) .
This article contributes to the current advertising literature by providing guidelines for researchers and practitioners that establishes effective elements of web ad design. The article also provides a new understanding of how web advertising design affects consumer processing behavior and multiple cognitive and affective responses. To the best of our knowledge, this article is the first to assess research on the effects of different elements of web advertising content and design on consumer behavior in different context such as psychology and marketing.
The article begins by explaining the importance of visual design of web adverting in enhancing consumer behavior. We then analyze how elements of web advertising design influence consumer processing behavior and important response, including attitudes and emotions, and e-trust. The article concludes by identifying several areas requiring future research and discussing the findings in the context of a number of theoretical perspectives.
Why Does Web Advertising Design Matter?
Advertising design is a key success factor in online advertising (Cho, 1999; Flores, Chen, & Ross, 2014) . As suggested by Rossiter & Percy (1997) , visual attention is a fundamental initial response to adverting messages. Therefore, to successfully capture consumers' visual attention, advertising features need to cut through the clutter of competing advertisements by well-designed ads (Pieters, 2007; Sajjacholapunt & Ball, 2014) . In addition, Rompay, De Vries, Bontekoe, & anja-Dijkstra (2012) reported that visual means in advertising should be used to strengthen brand prestige.
Past research studies in the field of web advertising (e.g., Drèze & Hussherr, 2003) demonstrated that internet users usually ignore the banner ads. A possible reason provided by Simola, Kuisma, Oorni, Uusitalo, & Hyona (2011) and Simola, Kivikangas, Kuisma, & Krause (2013) for this phenomenon is a poor design of the advertisements (e.g., white background colors). Other researchers suggest that web site features and attributes often contribute to online consumer purchase intention (Chen et al., 2010; Richard, 2005; Vijayasarathy, 2004) . According to Dreze & Zufryden (1997) , online advertisement design elements include several factors such as web interface, background colors, images, sound effects, textual content, information type, and dynamic techniques. If these factors are consistent with customers' attitudes, beliefs, and value, the effectiveness of ad is enhanced.
In other work, Lee, Park, & Wise (2013) proposed that participants will report stronger intentions to purchase brands featured in online advertising with brand interactivity than brands featured in advertisements without brand interactivity. In an early study by Janiszewski (1993) provided empirical evidence suggesting the evaluation of a brand name is shown to depend on its placement. Furthermore, the brand name was evaluated more favourably when placed to the right side of an advertisement than right of the slogan.
Regarding online banner advertising, Day, Shyi, & Wang (2006) have revealed that flash banners accelerated the speed of decision making. The results of the same study validated the fact that advertising on the tops of web pages are more valuable than those at the bottom. A recent study by Goodrich (2014) has also indicated that consumers, especially males showed more favourable attitudes to banner advertisements on the left of the page, oppose the right side.
Previous research in the field of psychology and marketing have indicated that advertising does prompt consumers' emotional responses and influence their behavioral intentions (Chang, 2006; Hyun et al., 2011; Macinnis & Park, 1991; Olney et al., 1991) . Moreover, the important study of Hyun et al. (2011) has indicated that people tend to form an affective evaluation of a product or service based on performance assessment of specific attributes. Therefore, it is essential to consider which specific characteristics of advertising can result in the strongest effect on consumers' emotional states and behaviors, and to maximize advertising effectiveness accordingly.
It is widely argued that selective attention and emotional responses are the two main brain systems used to prioritize human behavioral responses to visual stimuli. Indeed, their interaction is supported by neural connections (Fenske, Raymond, & Kunar, 2004) . In their important study, Hyun et al. (2011) revealed that advertising dimensions (e.g., relevant news, stimulation) have a positive and significant effect on encouraging ijms.ccsenet.org International Journal of Marketing Studies Vol. 10, No. 1; consumers' emotional responses. Therefore, advertising should be attractive, and use visual stimuli, and images to boost users' emotional response.
There has been some experimental research investigating a person's emotional response to aspects of visual means such as color and images. For instance, Simmons (2006) found an association between colors and emotion. Moreover, Ibanez (2011) established a relationship between shapes and the emotional state.
Another research study by Mould, Mandryk, & Li (2012) has discussed the effects of using non-photorealistic images online on emotional responses (e.g., pleasure and arousal). The authors statistically found that the use of such kind of images significantly affected viewers' emotional reactions. In the context of e-commerce, it was stated that the level of aesthetics on websites positively influence pleasure and arousal (Jeong, Fiore, Niehm, & Loren, 2009) . In an online shopping context, site stimuli such as background color, text color, animated images have been shown to influence emotions states of consumers while navigating the websites (Eroglu, Machleit, & Davis, 2003; Fiore, Jin, & Kim, 2005; Ha & Lennon 2010; Wu et al., 2008) . What is more, these emotions can affect in turn consumers' behavioral responses such as purchase intentions (Eroglu, Machleit, & Davis, 2001 ).
According to the theory of distinctiveness and other related work (e.g., Ang & Low, 2000; Rosenkrans, 2009) , people react emotionally to salient objectives such as animated images, bright colors. Thus, it is reasonable to expect that web sites that have a rich and colorful graphical background may result in more positive emotions and attitudes toward the sit. This assumption has been supported by previous studies. For instance, the empirical study conducted by Mandel & Johnson (2002) has emphasized that using a cloudy sky on a website can increase feelings of luxury that consequently direct purchase behavior.
Considering a specific visual element, researchers in the field of marketing have confirmed that using images in advertising can help the viewer to imagine brand use or other pleasant states, which may result in positive affect and liking of the advertisement (Rossiter & Percy, 1997) . The results have been replicated by other researchers who argued that qualitative aspects of advertising such as the selection of music and images can influence how consumers assess the advertised products (Hagtvedt & Patrick, 2008; Modig & Rosengren 2014; Peracchio & Meyers-Levy, 2005) . The aforementioned study of Hagtvedt & Patrick (2008) has shown that the use of artistic images in advertisements plays a significant role in increasing consumer evaluation of the advertised products.
In the field of online advertising, it is widely accepted that the banner advertisement click-through is the most common way to transfer consumers into a target site and engage them with a brand or product (Cho, 2003) . This may be because of the limited amount of information being able to be displayed on banner ad. In their study, Faber, Lee, & Nan (2004) mentioned that the vast majority of banner ads contain just the brand name and a brief slogan.
However, it has been proven that banners design can play a significant role in prompting the consumers to shift from passive to active attention, leading to a positive effect on the click-through rate (Lohtia, Donthu, & Hershberger, 2003; Sajjacholapunt & Ball, 2014; Xie, Donthu, Lohtia, & Osmonbe, 2004) . This action consequently may influence advertising process and brand recall (Crespo-Almendros & Del Barrio-García 2014). The empirical research of Li and Bukovac (1999) has concluded that animated banner advertising lead to quicker response and better recall than non-animated banners, and that large banner ads result in better understanding and more clicks than small banner ads. A recent study by Segev et al. (2014) have also revealed that a banner ad that is consistent with the context can generate more positive attitudes toward the ad and the brand, as well as higher purchase intention.
However, the study of Pasqualotti & Baccino (2014) has established that the closest advertisements from reading activities delayed information processing. This result can be an indication to pay more attention to placement issues of web advertisements. Moreover, the topic of online cues design and their impact on consumers' preferences has been discussed in the study of Mandel & Johnson (2002) . The authors examined several online stimuli (e.g., advertisements) in affecting consumers' information-searching behavior. It has been found that visual elements of stimuli drive differences in external search for information which in turn drive differences in choice.
Empirical research has revealed that animation in banner advertising does not necessarily attract user attention (Lee & Ahn, 2012) . In that study, animated banners generated less attention compared with static ads. This result is also more consistent with Pasqualotti & Baccino's (2014) suggestions that animated banners would be more distracting than static advertisements. They also considered how the animation and placement characteristics of advertising banners affected readers' eye movements and thus their cognitive states (e.g., information processing). In fact, there is increasing evidence that the position of images in product-related information can alter processing and impact consumer perceptions. For example, Chae & Hoegg (2013) demonstrated that product images presented in the lower right corner of a package results in the product being perceived as heavier. Moreover, the impact of background colors in banner advertising on consumers' intention to click and search for additional information has been empirically discussed in many studies (e.g., Sokolik, Magee, & Ivory, 2014) .
Indeed, Sokolik et al. (2014) discovered that the click-through rates of banner ads with red have been compared with the click-through rates with blue color schemes. The authors found that red color background had greater rates that blue ones. This is an indication that visual design in banner ads is of great important in influencing viewers' responses to online environment. It is important to keep in mind the influence of banner ad size because in many studies investigating online ad design effects, it has been found that banner size does indeed play an important role in encouraging consumers to click on banners and recall them. As one example, Chatterjee (2008) in his important study found that large sizes of banner advertising had significantly higher level of recall and recognition compared to small ones.
Other work investigating whether the position of banner ads on webpages can affect the implicit and explicit memory of them. For instinct, John & Sathiyaseelan (2014) showed that the top position of ads was most effective, and the right position was least effective in terms of explicit memory, but no significant difference was found as regards implicit memory. Moreover, it was revealed that the users are more likely to click on the banner ad at the top of the screen, the largest banner, animated banners, banners with bright colors (Nihel, 2013) . It is widely thought that creative characteristics of online ads also can influence click-through rates (Rosenkrans, 2009) . In Rosenkrans' (2009) empirical investigation, the user reacted more actively to online banner ad designs with creative characteristics. Nevertheless, the main empirical results shown by Nihel (2013) are that memory is mainly affected by the location in the screen, size and animation in banner advertising.
Researchers in the field of advertising (e.g., Lee et al., 2013; Sicilia, Ruiz, & Munuera, 2005) confirm that interactivity on websites does help people process information more comprehensively and more positively. In their study, Cho & Leckenby (1999) indicated that consumers can get higher purchase intentions as interactivity increases because interactivity yields more careful information processing. It is well known that the perceived complexity of advertising messages is highly affected by the amount of text, because text is usually more difficult to process than images (Rossiter & Percy, 1997) . The study of Chandon, Chtourou, & Fortin ( 2003) empirically showed that the presence of animated images do not have a positive effect on click through rates. A possible explanation for these results is because of the poor design of the displayed advertising which may be quite small or with cool colors.
According to the Elaboration Likelihood Model (Petty & Cacioppo, 1981) , advertising stimuli with different information types need different mental resources and cognitive efforts. Therefore, it has been assumed that when consumers view a webpage in text format and in picture format, they will follow different information processing styles for processing advertising, and pay attention to it differently (Hsieh & Chen 2011) . Another empirical research study in the field of web advertising (Wang, 2012) has confirmed the importance of site stimuli design in increasing consumers' trust. In that study, it was observed that the level of trust was linked to visual design of advertising. What is more, Chen et al. (2010) have emphasized that a secure IT infrastructure is important in decreasing perceived risk and increasing consumer trust in the context of e-commerce.
Consumer Processing and Responses to Web Advertising

Consumer Processing Behavior
Information processing refers to how information is perceived, processed, and translated into action (Massaro & Cowan, 1993) . It is well known that individuals differ in terms of their motivation to process information and reach conclusions (Chang, 2012) . Recent studies in the field of online advertising (e.g., Wang & Sun, 2010) have reported that product information in advertising is the most important issue in e-commerce, and refers to the informing role of ads about products which leads to better decision making for customers. It is well established that the individual differences in involvement and processing of information significantly influence the attitude formation towards the consumer product (Haugtvedt, Petty, & Cacioppo, 1992; Verma 2009 ). In addition, Verma (2009) has stated that if advertisements succeed in gaining consumer involvement, the effect of advertisements increases. In their important model, Smith et al. (2007) included that consumer processing behavior contains three variables: amount of attention allocated to the ad, motivation to process the ad, and depth of ad processing.
It was expected that consumers, especially with a high level of involvement, when participants view banner ads on a website, they may click on banners in order to seek for additional information. One study by Tsao (2014) investigating the impact of incomplete information on purchasing decisions, it has been discovered that consumers who thought missing information in advertising to be important tended to find missing information from other sources like media, salespersons, and in stores.
In the field of marketing and psychology, it is widely accepted that there are two sources consumers can find missing information: internal or external. An internal search can refer to obtaining information from memory, and external search indicates seeking information elsewhere, for example, in stores, salespersons, advertisements, peers, and family members (Blackwell, Miniard, & Engel, 2001 ).
With respect to information searching behavior, extant research has found a positive relationship between the level of interactivity in a branded message and viewers' attitudes toward the brand (Lee et al., 2013; Sicilia et al., 2005) . For example, Sicilia et al. (2005) find that interactivity on websites could help people process information more thoroughly and more positively. In online advertising context, advertising formats that produce interactivity motivates the importance of purchase intention as an advertising effect (Pavlou & Stewart, 2000) . In addition, Cho & Leckenby (1999) indicate that consumers gain higher purchase intentions as interactivity increases, because interactivity produces more deliberate information processing. It has been proven by a recent study that consumers use online advertising to seek for information, and it is a good source of products information by clicking on online ads or seek in other search engine, in turn influences the attitudes toward online ads. In that study, information was found to be the second strongest forecaster of consumer's attitudes toward online ad, and providing information was found one of the most important functions of advertising. This finding is fully consistent with past research on online advertising. For instance, Korgaonkar & Wolin (1999) found that product information was positively related to ad attitudes.
In online advertising context, scholars always argue that the goal of most banner ads is both to generate direct responses (e.g., clicking on as to transfer the user into a company's site), and to obtain brand recognition through banner exposure (Cho, 2003) . When users click on an ad, it takes them to another website or browser window where additional information is given. According to Tsang & Tse (2005) , online advertising is effective if it is able to generate an immediate response from consumers such as click on banners. These findings may be a good indication to the importance of such behavior in increasing consumers' awareness about the advertised products and brands. Thus, it can be said that higher level of online advertising design may lead to higher intention to click on ads. Moreover, the prior information stored in consumers' memory has been shown to influence customers' product selections and behavioral intentions (Schlinger, 1979) . In addition, It has been reported that the following content must be included for effective advertising: the advantage of the product; product information that is not known by current consumers; the product's impact on consumers' everyday lives; and the uniqueness of the product (Hyun et al., 2011; Schlinger, 1979) . However, when applying this supposition to online banner ads, it is impossible to include all of this information. Thus, the only way to offer enough information is by clicking on the banner. In other words, for banner ads to be more effective, clicking behavior is essential for persuasiveness process.
One study by Crespo-Almendros & Del Barrio-García (2014) has revealed that the highest level of recall for the online banner ad content was achieved by consumers who click on that banner. This result may indicate to a strong correlation between clicking and cognitive responses such as the ability to remember the ad content.
Although there are other ways of finding and arriving at target sites, the banner advertisement click-through is believed to be the most common way to draw consumers into a target site and engage them with a brand or product (Cho, 2003) . Referring to general advertising models, banner effectiveness may be evaluated with respect to a processing stage (e.g., attention, recall, recognition and mental workload), to the communication effect (e.g., attitudes towards the advertisement) and to user behavior such as click-through rates (Köster, Ruth, Mamborg, & Kaspar, 2015) .
In prior research, educational experience of consumers has shown to influence their emotional reactions (Jeong et al., 2009) . In order for an advertising message to achieve its ultimate goal, attention alone is not enough, so consumers must process what they have seen (Wedel & Pieters, 2000) . However, without attention, no further processing can happen to impact consequent consumer decision making (Lee & Ahn, 2012) . Further to this, previous findings have found that once users pay attention to the marketing message, their cognitive and affective processes are triggered. This may result in changes in their behavior as well as their psychological state, including memory, attitude, and preference. Furthermore, when comparing with other forms of media, the internet user is more actively searching for the desired information (Hsieh & Chen 2011) .
Emotional Responses to Web Advertising
Emotional responses towards advertising have been extensively studied in advertising research (Hyun et al., 2011) . In the marketing context, it has been proven that emotions play a key role in decision-making and purchase behavior. Previous research studies in the context of psychology and marketing have discovered that emotional ijms.ccsenet.org Vol. 10, No. 1; states resulted from advertising messages have an effect on consumers' attitudes toward ads and brands (Babin, Darden, & Babi, 1998; Cyr et al., 2009; Shaouf et al., 2016) .
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It is widely accepted among psychology scholars that a positive emotional response involves two measures: pleasure and arousal (e.g., Chebat & Michon, 2003; Hyun et al., 2011; Mehrabian & Russell, 1974; Yüksel, 2007) . Mehrabian and Russell (1974) provide a simple detention of pleasure as the degree of joy and satisfaction. Whereas arousal as the degree of encouragement, excitement, and attentiveness. Regardless of the type of advertised brand and product, prior studies (e.g., Lynch, Kent, & Srinivasan, 2001; Rodgers & Harris, 2003) have found that the emotional state of a person is a critical basis of whether consumers will make a purchase online or not. According to research models proposed by Ha & Lennon (2010) , consumers exposed to a branded interactive layout create emotional arousal, which rises their positive attitudes toward ads. They also found that as an advertisement increases in the degree of interactivity, consumers show higher levels of positive attitudes toward the ad and the website on which the ad was displayed. Likewise, advertising research (e.g., Chan, Jiang, & Tan, 2010; Jang & Namkung, 2009; Uhrich, 2011) has showed that positive emotion positively influences behavioral intentions and encourages individuals to repeat the purchase.
In fact, previous research by Sharif (2014) has provided considerable evidence that emotional states can influence attitudes and online purchase intentions. This result is in agreement with Hwang et al.'s (2011) findings who explained that both cognition and affection indirectly through forming attitudes can encourage purchase intentions. Moreover, they concluded that the influence of cognition on purchase intentions is stronger than that of affection on purchase intentions.
It has been documented in the literature that positive emotional state is usually related to consumer decision making and engorge product recall with positive links (Lynch et al., 2001) . Additionally, positive emotional reactions may prompt consumers to return to a brand or company again in the future. A large number of previous research studies have argued that advertisers and marketers must study not just beliefs and opinions but also emotions as they result in positive responses from consumers (Rodgers & Harris 2003) . Indeed, Rodgers & Harris (2003, p. 327) profess, "Emotion, trust, and convenience are three critical determinants of women and men's shopping attitudes and behavior".
In addition, Hazlett & Hazlett (1999) conducted multivariate analyses of emotion responses to advertising and found that unpleasant feelings and low-intensity pleasant feelings affected consumer attitude toward the ad, while high-intensity pleasant feelings affected advertising recall. The determined impact of overlooking on emotional evaluation of online stimuli may help to reduce the emotional salience of disrupting stimuli, and they will be less likely to attract attention. In this way, attention and emotion may work together to prioritize processing (Raymond, Tavasolli, & Fenske, 2000) . According to the experiment results from Fenske et al. (2004) , attention can also lead to emotional responses.
Attitudes towards Web Advertising
Attitude toward the ad is defined as consumer response to the advertisement in a favourable or unfavourable manner during an exposure (MacKenzie, Lutz, & Belch, 1986) . It is widely accepted that generating favourable attitudes toward advertising is a key objective for advertisers and marketers. Indeed, as early as 1975, Fishbein & Ajzen (1975) suggested that a consumer attitude plays a vital role in determining the intention and behavior.
A number of empirical studies in marketing have demonstrated how consumers' attitudes toward advertising could influence brand attitudes and purchase intention (Shaouf et al., 2016) . With regard to audience reactions to online ad, findings of previous research have indicated that attitude toward online advertising is a significant predictor of both a consumer's attitudes toward brands and their intention to make a purchase. For example, in an early studies by Stevenson, Bruner, & Kumar, (2000) found that negative advertising attitudes were associated with weak purchase intention. In support, Korgaonkar & Wolin (1999) found that a positive attitude was more likely to result in frequent online purchasing and high levels of online spending. More recently, Wu et al. (2008) have proposed that advertising effects such as brand attitude and purchase intention can be directly influenced by attitude toward online advertising. Other recent studies (e.g., Becerra & Korgaonkar 2010; Hwang et al., 2011; Wang & Sun 2010) provided empirical evidence that the more positive attitude toward online stimuli one holds, the more likely he or she will be persuaded by online ads and correspondingly will buy online.
According to the Theory of Reasoned (Fishbein & Ajzen, 1975) and theory of planned behavior (Ajzen, 1991) , the most important determinant of a behavior is an individual's intention to perform the behavior. Moreover, the first determinant of behavioral intention is the attitude toward performing behavior. Although Goodrich (2011) found that brand attitude was negatively related to purchase intention, most prior studies on both traditional and online advertising have established a positive and significant correlation between brand attitude and consumers' ijms.ccsenet.org Vol. 10, No. 1; intentions to purchase (Hwang et al., 2011; Rasty, Chou, & Feiz, 2013) . In sum, consumers are more likely to have a higher purchase intention for a certain product if they hold more positive attitudes toward that product. In other work by Wang & Sun (2010) who find that ad attitudes can play a mediating role in the relationship between online advertising and consumers responses such as purchase intention.
International Journal of Marketing Studies
Online Trust
Trust is defined as the beliefs a person has about a seller's behavior based on the consumer's perceptions of the seller's ability, kindness, and honesty (Mayer, Davis, & Schoorman, 1995) . A large amount of research (e.g., Gefen, 2000; Gefen, Karahanna, & Straub, 2003) has established a relationship between trust and other important factors, such as attitude and behavioral intentions Indeed, trust may play a crucial role in online transactional relationship with environmental doubts between sellers and buyers (Kim et al., 2010) . Rodgers & Harris (2003) examined the shopping process and proposed that convenience, trust, and emotions are three major attributes that affect the shopping experience. It is important that users perceive web sites as suitable, private and secure if they are to be revisited (Cyr, 2014) . Other work investigating the role of trust in e-commerce, Kim et al. (2010) discussed the mediating and moderating effects of product involvement and trust toward websites in relation to the effects of web advertisements' attributes on customers' purchase intentions. The authors found that online trust is regared as an important factor in developing long-term online B2C relationships. A number of previous studies have identified the importance of consumer trust in online stories. For instance, Yoon (2002) revealed that trust does influence online purchase intention. Chen et al. (2010) also argued that consumers purchasing decision online heavily depends on consumers' trust in the information placed online about products or services.
Unlike traditional commerce, online shopping requires a high level of trust. If consumers do not trust a website will leave the site without making a purchase (Chen et al., 2010; Cyr, 2014) . All these studies and others underscore the importance of trust in online setting, and they further suggest that issues of trust must be taken into consideration by e-marketers and advertisers.
In most research to date, information is considered an important prerequisite to trust (Cyr 2014; Flavián, Guinalíu, & Gurrea, 2005; Ganguly, Dash, & Cyr, 2009 ). More specifically, online trust has been considered as the main factor which influenced by visual design of online advertising. It is often said that trust is an aspect of emotionality that is often associated with a positive perception state engendered by a comfortable relationship with that entity (Martín & Jiménez, 2011) . As a result, trust may interact with other factors such as emotions in order to add addition effect on consumers' attitudes and purchase intention (Shaouf et al., 2016) . In a world where the consumer is king; trust is a key building block in brand marketing. The goal of a company or product is to gain consumer's trust with the expectation that trust will ultimately translate to company sales and profits (Rodgers & Harris 2003) . This goal is particularly essential for e-commerce marketers who have been accused of advertising practices such as trick banners that engender consumer distrust (Rodgers & Harris 2003) .
Online Purchase Intention
Online purchase intention has been defined by Chen et al. (2010) as a consumer's desire to buy a product or service from a web site. In this context, purchase intention is considered to be "the final consequence of a number of cues for the e-commerce customer" (Ganguly et al., 2009, p. 27) . Previous studies have shown that purchase intention is a good predictor of actual purchasing behavior (Morwitz et al., 2007; Pavlou & Fygenson, 2006) , which has recently led e-commerce research to adopt purchase intention as a measure of the effectiveness of site stimuli (Amaro & Duarte, 2015; Elwalda, Lü, & Ali, 2016; Hasanov & Khalid, 2015; Lü, Fan, & Zhou, 2016; Shaouf et al., 2016; Wu et al., 2008) .
In the context of web advertising, design elements of web advertisements were assumed to have a direct effect on advertising outcomes, including viewers' intentio. (Manchanda, Dubé, Goh, & Chintagunta, 2006; Shaouf et al., 2016; Wu et al., 2008) . This indicates that online advertising should be well-designed to enhance consumers' purchase intention, which in turn affects their purchasing behaviors (Lewis & Reiley, 2014) .
Conclusion and Directions for Future Research
In recent times, the population of internet users has increased dramatically around the world. As a result, most businesses have used online advertising formats in order to persuade the target audience to view the advertiser and its product favorably, and to buy the advertised brand. As well, a growing amount of money is being spent on this medium each year. However, for an online advertising message to be most effective, a great amount of attention must be given to aesthetic aspects of online advertising that aim to attract and please the viewers. This study aimed to provide much insight into whether and how online advertising design features influence multiple ijms.ccsenet.org
International Journal of Marketing Studies Vol. 10, No. 1; outcomes. In particular, this article analyzed empirical research on the effects of web advertising on consumer processing behavior (of attention to ad, motivations to process the ad, and depth of processing. A further discussion in this article is also about the effects of web advertising visual design on several outcomes (of online trust, attitudes towards the ad, emotional responses, and online purchase intention).
Prior research studies in the field of advertising emphasize the importance of site stimuli design such as background color, images because websites are highly competitive contexts which may make design features more critical (Burmann, 2010) .
The findings indicated that rich sensory design elements enhanced entertainment and aesthetic experiences that increased pleasure and arousal for users, which in turn increased their intention to purchase (Cho & Kim, 2012; Jeong et al, 2009 ). In terms of web advertising, it is empirically confirmed that the effectiveness of an advertisement greatly depends on its content and design (Calder, Malthouse, & Schaedel, 2009; Shen & Chen, 2007; Simola et al., 2013) . The same advertising can, have different effects depending on the information contained in the ad. A possible explanation provided is that consumers are encouraged by different information type. Thus, advertisers must take into account this issue when they design a certain advertisement. It is always said that the more complex an advertising message is, the more involvement and mental capacity receivers need to process the information. Therefore, for online advertising messages to be most effective, they must be well-designed by including both text and images because advertising messages that contain a lot of text are less likely to be processed. It was also concluded that a well-designed online banner ad does increase the level of consumer trust in advertisers, which in turn influences consumers' attitudes and purchase intention.
More importantly, consumer involvement with advertising messages was found to be the most important personal characteristics that influence advertising message processing. More specifically, consumers with a high level of involvement are more likely to seek, give attention to, and cognitively process detailed information (Grimes, 2008) . By contrast, consumers making decisions under conditions of low involvement lack the motivation to actively seek and process detailed issue-relevant information. Instead, they will depend on visual features such as pictures, music, background colors in order to reach to their decision (Grimes, 2008; Petty & Cacioppo, 1981) . Although consumer involvement was confirmed as an important moderator in the relationship between site stimuli and consumer intention to search and process information (Cho,1999; Cho 2003; Richard, 2005; Segev et al., 2014) , a possible moderating effect of product involvement in the relationship between online advertising design and motivational factors such as emotions and online trust has not been empirically tested. As such, future research in the field of web advertising can examine whether or not product involvement will strengthen the relationships between online banner ad characteristics (e.g., images, background colours, animation, and information type) and psychological factors such as emotional responses, attitude, satisfaction, online trust. Indeed, research models in the field of marketing and psychology indicates that exposure to visual design such as colors, images can create a direct relationship with advertising outcomes (Goodrich, 2011) . However, empirical research investigating the direct effects of web ad visual elements on online purchase intention is scant (Shaouf et al., 2016; Wu et al., 2008) . Thus, future research can expand previous studies by exploring whether visual characteristics of web advertising affect viewers' intention to shop online.
According to the mere exposure theory, mere exposure to a particular stimulus can help formulate positive responses, such as attitudes (Janiszewski, 1993) . Although marketers have recognized for a long time that positive emotions can increase cognition toward a certain product or company, the effects of emotional responses, such as pleasure and arousal, on consumer processing behavior have not been studied extensively in the web advertising context. Thus, exploring how different emotional states affect consumer processing behavior is an avenue for future research. Furthermore, the vast majority of prior studies have focused on the direct effect of advertising messages on emotional reactions (e.g., Grimes, 2008) . However, cognitive responses, such as information processing behavior, recall, and attitude, can mediate the relationship between an online stimulus and emotions. If this is true, future research may assume relationships to investigate the direct and indirect effect (through cognitive reactions) of online advertising design and content on consumers' emotional responses. The results of such investigations can possibly be used to better match online ad content and design with advertising objectives.
